The relationship between strategy implementation and Kenya's competitiveness has been studied in the paper. Data was collected from 75 respondents in the trade, tourism and industry sectors. Significant relationship was found to exist between Product strategy, International Market strategy, Investment strategy, Strategic review and Kenya's competitiveness in that order.
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Introduction
The global financial crisis that began in 2007 slowed down the world economic growth resulting in a drop in growth rate from about 5.1 percent in 2007 to about 3.1 percent in 2008. This slump was to a large extent attributed to a slowdown in advanced economies including USA, Europe and Japan. Whereas emerging economies such as China and India sustained their economic growth momentum during the period, Sub-Saharan Africa registered a reduction in GDP growth from 6.2 percent in 2007 to about 5.2 percent in 2008. In spite of signs of recovery in 2009, a deceleration was recorded in 2010 and is expected to continue into 2011 and 2012 with the world gross product (WGP) being forecasted to grow at a rate of 3.1 percent and 3.5 percent for 2011 and 2012 respectively (World Economic Forum, 2010) .
A firm is considered to have a competitive advantage when it is able to create more economic value than rival firms. This is the difference between the perceived benefits gained by a customer that purchases a firm's product or services and full economic costs of these products and services (Barney, 2006) . Measures of competitive advantage are derived from the relationship between competitive advantage, accounting performance and economic performance, which then can be used develop strategies (Barney, 2006) .Countries require competitive identity , which brings up the issue of image and marketing (Kolter and Gertner, 2002) . This means that Kenya can be defined as a tourist destination, which would then ensure that there are sufficient products and activities that can attract both domestic and international travellers.
In Kenya, the economic downturn is perceived to have caused a decline in exports of key commodities such as coffee, tea, manufacture, raw materials and other agricultural products. Earnings from tourism also declined in the period. According to the Global Economic Report (World Economic Forum, 2010) (2008) an issue of concern for Kenya is high indirect rates among key comparator countries that impact negatively on trade and investment. This is corroborated by the private sector in Kenya which attributes low competitiveness to the high cost of doing business in the country, infrastructural costs, costs related to prevention of crime, tax rates, and access to finance among others.
In order to bring the country back to the economic growth path various strategies have to be put in place in areas of export promotion, investment and international marketing. Such strategies have to be anchored in the periodic frameworks designed by the government to guide economic growth and development of nation's competitiveness. For instance, in 2003, the Economic Recovery Strategy (ERS) 2003-2007 was adopted as the countries blueprint for development. Its successful implementation enabled the economy to grow from 0.5 % in 2002 to 7% in 2007 (GoK, 2010 . The ERS was succeeded by another long term strategy, the Kenya Vision 2030. Kenya's Vision as outlined in the Vision 2030, is to be a globally competitive and prosperous nation with a high quality of life by the year 2030. This is envisaged to be realized through three pillars: economic, social and political. One of the strategic areas identified in making Kenya competitive is that of adding value to products and services in tourism, agriculture, trade, manufacturing, Business Processing Off shoring (BPO) and financial services. This will require a synergistic approach in formulation and implementation of strategies to increase the country's export share trends. Such strategies should further be subjected to periodic reviews to align them with the environment. This study therefore sought to develop a model to guide programmes and initiatives aimed at making Kenya competitive.
Model
A multiple regression model has been used to describe the relationship of Kenya's competitiveness (Y) which depends on International Market strategy (X 1 ), Product strategy (X 2 ), Investment strategy (X 3 ) and Strategy review (X 4 ). This is given by the equation; Y= βо+β 1 X 1 +β 2 X 2 +β 3 X 3 +β 4 X 4 + e i , where e is the error term.
Methodology
An analytical study of the relationship between the dependent and predictor variables was undertaken in 8 public institutions whose mandates related to tourism, trade and industry and the foreign missions. The public institutions from which primary data was collected were; Kenya Tourist Board, Kenya Investment Authority, Export Promotion Council, Kenya Wildlife Services, Kenya ICT Board, Central Bank of Kenya and Kenyatta International Conference Centre. These institutions have been assigned related responsibilities under the Kenya Vision 2030.
The instrument used for primary data collection was a semi structured questionnaire that had both open ended and closed questions. The questionnaire was administered to management and non-management staff involved in execution of strategic plans in the various public institutions and officers from the diplomatic missions in Kenya, dealing with the strategies under the study. The questionnaire was administered using drop and pick later method. Data was collected from the population of 75 respondents.
Data and Findings
As shown in Table 1 , none of the predictor variables had coefficient of correlation between themselves more than 0.5, hence all of them were included in the model. The analysis also indicated high correlation between the response and predictor variables. Table 2 shows that the coefficient of determination (R 2 ) equals 0.843, that is, Strategic review, International market strategy, Product strategy, Investment strategy explain 84.3 percent of Kenya's global competitiveness leaving only 15.7 percent unexplained. The P-value of 0.000 (Less than 0.05) implies that the model of Kenya's global competitiveness is significant at the 5 percent level of significance.
Analysis in
ANOVA findings (P-value of 0.00) in Table 3 
Hypotheses Tests
The test of hypothesis led to rejection of the stated hypotheses as indicated in Table 5 Since all the t values for the individual predictor variables are more than 1.96, there is enough evidence to support alternative hypothesis, thus there is a significant relationship between the response and all predictor variables.
Conclusion and Recommendations
The study used regression analysis to investigate the association between Product strategy, International Market strategy, Investment strategy, Strategic review and Kenya's global competitiveness which was found significant (with R 2 , 84.3). It was established that the relationship between Kenya's competitiveness and Product strategy was strong at 75.2; moderately strong with International Marketing at 53.6; moderately weak with Investment strategy at 46.7 and weak with the Strategic review at 30.7. The R 2 of 84.3 was close to Porter's (2003) finding that Business Competitiveness Index proves to account for 83% variation across countries in the level of GDP per capita. All the independent variables were found to be linearly related with the dependent variable thus a model of four predictor variables could be used to rate Kenya's global competitiveness. The significant relationship that was established between Kenya's competitiveness and the strategies under investigation, which was similar to findings by other scholars such as Elko and Cooper (1985) who established that the type of foreign market selected, segmentation strategies and product strategies all have impact on sales and export growth; Barczak' (1995) , who established that best possible fit between product strategy and corporate goals lead to superior performance and Dong and Hwy (2005) , who found a strong relationship between internationalization and nations competitiveness. It is therefore recommended that for Kenya to improve its global competitiveness a lot of focus should be put on Product strategy and International market strategy. It was also noted that Strategic review rating was very low and therefore measures should be put in place to improve the Strategic review processes. 
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